The aim of this paper is to create and present a model which suggests what and how Instagram tools should be used by a new travel influencer trademark in order to create intangible values to become a brand. The paper presents the results of research on travel influencer brands and also the results of a travel influencer trademark created by the Traveler's Child. In addition, types of visual content are introduced in order to differentiate content posted by brands and trademark. The authors include recommendations for travel influencer trademark owners on how to process through branding stages, while using Instagram tools so that to create intangible values, which would allow a trademark to become a brand. Keywords: influencer marketing, social media, Instagram marketing, branding, travel industry, branding using social media tools, branding using Instagram tools, Instagram tools, travel influencer, travel influencer marketing, travel influencer branding.
Introduction
In the era of social media, users become equals to companies and can acquire audiences, which are big enough to generate social influence and have an impact on customers' decisions. These types of people are called social influencers and due to their significance to other consumers, they become able to create brands of their own. What is more important these social influencer brands created not by companies, but by social media users are more trusted by consumers. Statistics show that 74% of consumers rely on social media while making a purchasing decision (Bennett, 2014), and 96% of consumers, who discuss brands online, do not even follow the official social media profiles owned by those brands (Smith, 2016) . Moreover, according to Nielsen's Global Trust in Advertising Survey (2012), 92% of people trust the recommendations of individuals (even though they do not know them personally) over brands. That is why it becomes relevant to analyse how social media users can create social influencer brands of their own.
Surprisingly, not so long ago one of the largest industries in the world -travel industry -was the second slowest industry, after financial services, to adopt Instagram, which is the second largest social media website worldwide (Jauncey, 2015) . According to A. Sibley (2012) , 90% of information transmitted to the brain are visuals and it is being analysed 60 thousand times faster than textual information. Thus, it is inconceivable and a major opportunity for people to put their efforts into creating travel influencer trademarks on Instagram -a visual-based social media platform. After a trademark is established, the remaining goal is to find a way to turn into a brand, i.e., to make yourself an influencer whose opinion matters and has influence on consumer decisions.
The object of analysis: the process of creating intangible values using Instagram tools that would allow a newly created travel influencer trademark to become a brand.
The research problem defined as a question: How a newly created travel influencer trademark should exploit Instagram tools to successfully perform the branding process, which would allow to create intangible values that would enable the trademark to become a brand?
The pursued goals. To develop a model that would help a newly created travel influencer trademark to exploit Instagram tools, which through the process of branding, would allow it to become a brand. The aim will be achieved by performing qualitative analysis on different types of visual content posted by different travel influencer brands, trademark and its customers and by performing data analysis to process the findings.
Theoretical background
In 2013, T. Nistorescu and others, tackled the existing problem in the misuse of the word brand and suggesting that an image, which is yet to carry any values or power, though does identify one company from its competitors, should be called a trademark. According to experts, the trademark is an indication of a property and the brand is a relationship existing between customers and a product, service or idea. The idea of a brand is to add value to a business. G. Smith (2009) also notices the differences between these definitions. According to the author, brand is both physical and emotional switch, which creates relationships between the customer and the services or products (Smith, 2009 ). This comparison of definitions allows to state, that a trademark becomes a brand only when it acquires the intangible values that can influence the customer's decisions and hopes.
D. Aaker proposed the strong brand concept in 1996. The theory states that for a brand to become a strong brand, there are a number of qualities that must be applied. The ideas presented in author's work, actually interpret brand the same way as trademark was described in previous parts and strong brand idea matches the brand idea. D. Aaker (1996) After understanding that a brand is a trademark, which possesses intangible values for the customer, the further question remains -how to create these intangible values to achieve the result of your trademark becoming a brand?
The Branding Process. Z. Geller (2013) compares brand and branding by quoting K. Zhivago -"Branding is the promises you make. Your brand is the promises you keep" (Geller, 2013, p. 14) .
According to D. Aaker (1996) , three main themes exists when creating a brand. First, there is the strategic brand analysis, where the trends, the competitors and personal qualities are analysed. Second, there is a brand identity system and it is crucial to analyse its development possibilities. Finally, there is the brand implementation system, which is a last step when creating the brand and to see if the previous steps were successful.
In the standard D. Aaker's brand equity model, in which the author explains how it generates value, he expresses the four main assets of categories: (1) Brand awareness, (2) Brand loyalty, (3) Perceived quality, and (4) Brand associations (Aaker, 1996). In the next paragraphs, these terms will be explained.
• Brand awareness. According to D. Aaker (1996) , brand awareness is the most important part of brand equity as it shows how strong the brand's presence is engraved into customer's mind. K. L. Keller (2013) believes that brand awareness shows if the consumers are familiar with the brand.
• Brand loyalty. D. Aaker (1996) Aaker (1996) , this is what the organization wants to stand for in costumers' mind. It is a very important factor in order to develop and establish the brand identity. C. D. Bevins (2014) says that it is important for a brand to stay loyal to their foundations to reach consistency, which is a crucial factor for success. The findings of this chapter allow to conclude that the ideas of D. Aaker (1996) can be adapted to our firstly discovered model -brand equity assets of categories are what was previously called as intangible values.
According to K. Statistics show that 74% of consumers rely on social media while making a purchasing decision (Bennett, 2014) , and 96% of consumers, who discuss brands online, do not even follow the official social media profiles owned by those brands (Smith, 2016) . What is more, according to Nielsen's Global Trust in Advertising Survey (2012), 92% of people trust the recommendations of individuals (even though they do not know them in person) over brands. That is possibly because with individuals users feel actual social presence, which happens due to intimacy, interpersonal communication (Bergström, Bäckman, 2013) .
Travel Industry. According to the World Travel and Tourism Council (2016) travel and tourism has been one of the major contributors of GWP 1 . According to the source, in 2015 the direct contribution of this industry to GWP was more than 2 trillion U.S. dollars, which is 3% of total GWP. The industry is directly responsible for more than 107 million jobs worldwide, which is 3.6% of total world employment. The numbers are even higher if we look at the indirect contribution. Due to the supply chain, investments, etc. travel industry is responsible for almost 8 trillion U.S. dollars, which is more than 10% of GWP.
Travel Influencer. Z. Xiang and U. Gretzel (2010) made research, where the results showed that users are more likely to use search engines before making travel decisions and that these systems usually direct users to social media sites or, in other words, to influencers. This proves that travel influencers are gaining an important role in this industry as they 1 GWP -Gross World Product -combined gross national product of all the countries in the world. Research logic. For the purpose to research the problem, the case analysis strategy was chosen using qualitative content analysis and data analysis.
The research problem. How a newly created travel influencer trademark should exploit Instagram tools to successfully perform the branding process, which would allow to create intangible values that would enable the trademark to become a brand?
The objective of research. To develop a model that would help a newly created travel influencer trademark exploit Instagram tools, which through the process of branding, would allow it to become a brand.
The research goals. By using qualitative content analysis to go through branding processes, namely: strategic brand analysis; brand identity system; brand identity implementation system, which would include analysing the content of Traveler's Child, competitors and customers.
Research results
The analysis enabled the authors to present a full model of the D. Aaker's traditional branding model adaptation to the case of travel influencer branding using Instagram tools. The model represents the findings of this paper on how a travel influencer trademark should exploit Instagram given tools in order to create intangible values to become a brand.
First, during the brand analysis stage the following findings were formed:
• Both competitor and customer analysis are recommended; • However, customer analysis provides data, which is closer to the actual results of trademark performance.
• Brand analysis allows to proceed towards the next stage, which is the brand identity system and is crucial for setting the intangible values, which a trademark has to create for its customers. Second, during the brand identity system stage these findings were formed:
• Brand identity system stage should rely on the findings of brand analysis stage.
• To create brand awareness a trademark has to position itself as a person, which allows for the customer to create a deeper bond and feel closer to the trademark. This is achieved through Instagram tools like post descriptions, while expressing feelings, emotions and experiences.
• To create brand associations a trademark should acquire social values, by which they stand and communicate it through post descriptions. In addition, using post descriptions is a tool, which should be exploited to not only show the values a trademark stands for, but to also form a deeper connection. As trademark should be presented as a person, that person should also have a character, with whom followers can associate with. • To create perceived quality a trademark should increase the trust of its followers, as it is a long process, it can be boosted by acquiring relationships with brands, who have already gained the trust of the followers. During the theoretical analysis, the co-operation with other brands was not identified as an Instagram tool, but it was found to be a very important and useful asset to create brand credibility. Co-operation can be achieved through: ■ Shout-Outs. Which is a popular way for brands and trademarks to gain followers and shout-outs are even being sold. This is because a shout-out itself is usually beneficial only for one of the sides, thus to become beneficial for both sides shout-outs become paid. ■ Takeovers. Not as popular but is beneficial for both sides. One side gets the attention, while other side can save resources required for content creation.
• To create brand loyalty in a traditional model D. Aaker (1996) suggested implementing brand-customer relationship. The findings of this paper suggest, that in social media era this should transform into brand cocreation. This is because social media makes the trademark and its customer (follower) become equal. The most important factor for a trademark to grow into brand is for its content to become viral and this can only be achieved if there are customers, who are willing to constantly engage with your content. To achieve the results it is recommended to: ■ Post constant type of visual content. This is the recommended way of using content posting tool. Results showed that followers most successfully engage with the content, which is the majority of posts made by the trademark or brand. This is due to the fact that those who follow you, most probably did that because of the content they liked and they expect more of the same. ■ Constantly use the tools to engage with the followers (commenting, liking posts of other users and following their accounts). The connection has to be mutual and if the followers are commenting and liking pictures of the trademark, he or she expects you to return the favour, because as mentioned before social media makes the trademark and the customer equal. In addition, if trademark possesses itself as a person, creating relationships is also a thing to do. Finally, during the brand identity implementation system stage the authors have formed these recommendations:
• Brand positioning should rely on the decided strategy of the brand identity system stage.
• There is a huge difference in both follower engagement and follower increase when this tool is being used and not. ■ Destination hashtags. This tool is also recommended as it attracts the people who are interested in these destinations, so your content becomes more relevant and there is a higher chance of user engagement. ■ Popular hashtags. Despite checking the difference between different hashtag usage, authors believe that it is recommended to use popular hashtags, which are relevant to your content as it increases the chances of user engagement.
■ Time of posting. This variable was not significant for the research of this thesis as Traveler's Child has acquired audience from different parts of the world, from different time zone. However, in case of target group being in the same time zone this factor is recommended to be taken into account.
Conclusions
In the era of social media, an opportunity for users to become influencers arises. This is because social media platforms allow user created content to be in close reach for other users. As travel industry is one of the largest industries in the world and not yet well adapted by the second largest social media platform -Instagram -an opportunity for ordinary people appears. Therefore, it is necessary to analyse how people can adapt traditional branding process created by D. Aaker (1996) using Instagram to create their own travel influencer brands and generate income from their influence. In the theoretical part, the following conclusions have been made: 1. A trademark is a sign or a symbol, which differentiates one service provider from another. A brand is a sign or a symbol, which user identifies with certain experiences and intangible values (Nistorescu et al., 2013). In the case of social media, a travel influencer trademark is what differentiates one social media user, who has a goal to become an influencer from another, while the travel influencer brand identifies social media user, who has created intangible values in consumers mind and generates influence -has an impact on consumer decisions.
2. Social media users become able to generate influence due to the crowdculture phenomenon (Holt, 2016 ) -users are no longer only on the receiving end but can transmit their message too and be widely heard.
3. Social media platform types and the importance of visual communication has been highlighted. That also allowed to understand why Instagram, which is an image-sharing based social media platform should be emphasized by the scholars.
The analysis showed the process of how the final model of travel influencer branding using Instagram tools can be formed. The following additional conclusions and recommendations were made:
4. Consistency has more impact on the trademarks' success and not the particular types of visual content.
5. Positioning a trademark when a person allows creating a more successful brand identity is more effective when creating brand awareness.
6. Associating the trademark with some social values and communicating through post descriptions allows effectively creating associations in consumers' mind.
7. Shout-outs and takeovers create perceived quality and makes the trademark look more credible.
8. Brand-customer relationship due to social media era tendencies should be replaced by brand co-creation.
9. Brand co-creation allows trademarks' content to get viral, which is the crucial part for a trademark to grow. From a brands' perspective, a more involved audience can be achieved by publishing consistent content and active engagement with the followers. ii. Takeovers; h. Engaging with followers. This paper analysed different types of the usage of Instagram tools for travel influencer brands and trademarks. Depending on the findings of this paper, future researchers would be able to introduce the concepts of trademark, brand, branding, social media, challenges in social media era, Instagram, travel industry and travel influencer phenomenon. As Instagram remains a fast growing social media platform and the travel influencer phenomenon is still not well researched this is where the research novelty is revealed.
Scholars should be able to obtain information how to interpret the visual travel related data on Instagram and how the tools provided by this social media platform transfers into branding process. Depending on this research, future researchers should be able to adapt this information to other social media platforms and to different industries. This research contained a number of limitations, which could be analysed in the future:
1. The impact of posting time was not analysed, because this information is hardly obtainable on Instagram in competitors' and customers' cases (only the day of posting is provided), there was no way to track the time of posting. In addition, as for a trademark created for the purposes of this paper -Traveler's Childthere was no target audience, so due to different time zones, this type of analysis seemed irrelevant. Further research could analyse different social media platforms, which provide a precise time of posting to see if there is an effect of posting at the same time as competitors and customers.
2. The impact of popular hashtags was not analysed. The authors of this paper have decided not to add another qualitative variable in the research as there were already plenty of them. As the research revealed, too many qualitative variables make difficult to predict which of the variables had the effect. In the future, researchers could base their research on using the pictures of the same visual type, as well as, from the same city, with the same destination hashtags, to see the impact of different popular hashtags. Accounts of particular destinations (for example: visit_kaunas, topamsterdamphoto, etc.) are popular on Instagram and would allow to contain constant qualitative variables and to check the impact of variables not analysed in this paper.
3. The impact of post descriptions was not analysed. The authors of this paper presumed that because Instagram is an image-sharing social media platform there is only a need to analyse the visual aspects of content sharing. During the research an effect of different types of descriptions was noticed, which allows to presume that there is an actual impact of post descriptions. Further research could analyse how user engagement is affected by this qualitative variable. The authors of this paper suggest these types of post descriptions:
a. Historical -describing the history of the object seen in the image. b. Experiential -describing the experience a person had with object or place seen in the image. c. Informational -giving information and advices for people who might visit the place seen in the image. d. Promotional -promoting the object seen in the image for financial purposes, contests. e. Resonant -writing posts that are related to events happening in the follower's life, i.e., worldwide events, celebrations, etc. f. Non-related -describing other things, which are not related to the object seen in the image. g. No description.
